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PENGARUH PERCEIVED INFORMATION QUALITY TERHADAP 
PERCEIVED VALUE DAN LOYALTY INTENTION PADA FASHION 
STORE WEBSITE
ABSTRAK
Perceived information quality merupakan bagian utama pada 
sebuah website fashion dan memiliki peran penting dalam memberikan 
pengaruh terhadap penggunanya seperti perceived value dan loyalty 
intention. Tujuan pada penelitian ini adalah untuk mengetahui pengaruh 
dari perceived information quality, terhadap perceived value dan loyalty 
intention pada fashion store website. Pengumpulan data dilakukan dengan 
membagikan kuisoner kepada 105 responden yang pernah melakukan 
transaksi pembelian pada website fashion di Surabaya. 
Teknik analisis data dalam penelitian ini menggunakan Structural 
Equation Modelling (SEM), dan teknik pengambilan sampel yang 
digunakan adalah purposive sampling. Hasil dari penelitian ini 
menunjukkan bahwa perceived information quality dapat mempengaruhi 
perceived value dan loyalty intention secara signifikan, sedangkan  
perceived value dapat mempengaruhi loyalty intention secara signifikan,
serta dapat mediasi antara perceived information quality dan loyalty 
intention.
Kata Kunci : Perceived Information Quality; Perceived Value; Loyalty 
Intention
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THE INFLUENCE OF PERCEIVED INFORMATION QUALITY TO 
PERCEIVED VALUE AND LOYALTY INTENTION ON FASHION STORE 
WEBSITE
ABSTRACT
Perceived information quality is a major part in a fashion website 
and has an important role in giving effect to the users such as perceived 
value and loyalty intention. The purpose of this research was to determine 
the effect of perceived information quality, the perceived value and 
intention loyalty at fashion store website.The data collection is done by 
distributing questionnaires to 105 respondents who ever makes a 
purchasing on the fashion store website in Surabaya. 
The data analysis techniques in this study using Structural 
Equation Modeling (SEM), and the sampling technique used was purposive 
sampling. The results of this study indicate that the perceived information 
quality can affect the perceived value and loyalty intention significantly , 
while the perceived value can influence significantly loyalty intention , and 
can mediate between perceived information quality and loyalty intention.
Keywords : Perceived Information Quality; Perceived Value; Loyalty 
Intention
